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Marketers That Matter to You Rely on eMarketer
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o o Y 4 POWER
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Agency Brands 82 /0 Top Executives
Specify and/or & Management
\ authorize purchases
14% /73 DOLLARS TO INVEST
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7% YOUR SOLUTIONS 21% Revenues of $1b+
\ ‘ 82% 41 o/o Revenues
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Product Management/ up to $10m
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Solution-Driven Programs

From content and video
sponsorships to email,
display, and live webinars,
top B2B marketers rely upon
eMarketer as an exceptional
performance marketing
vehicle. Each offering

is meticulously designed

to meet your unique goals
and objectives.

eMarketer is an indispensable resource for
influential brand marketers, agency executives
and publishers. As our editorial team sets the
stage for an informed conversation about the
state of digital transformation, advertising
messages complement the content.

eMarketer provides the what, where, when and

why—while advertising clients contribute the who

and how.

Explore a diverse range of solution-driven
programs. Together, we complete the
educational journey for our audience.

Contact: advertising@emarketer.com
eMarketer, Media Solutions & Strategy
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Digital Display

450,000+ MONTHLY UNIQUE VISITORS

Leverage our digital display advertising to elevate your
brand’s presence among an engaged audience of 450,000
unique monthly visitors. Benefit from extensive visibility
on a platform that readers rely on for insightly research,
forecasts, charts, and articles.

Position your message alongside
editorial known for credibility and insight.

Contact Sales: ,J 1-800-405-0844 \ Does my company subscribe?

INSIDER

INTELLIGENCE eMarketer Q, Search for reports, forecasts, charts, benchmarks and more Login %) '

Available Tactics Include:

RoS, Geography, Category,

and Domain/ABM targeting

across both the site and social channels.

Coverage v Products v  Insights Events Pricing About v

Trending
L ST R

< . . | Trending
Al is less accessible to small banks and credit Aderetierg S Msrcmmng
unions—fintechs could be exacerbating the gap mar« 4 0
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wits thesm st sl

Warketing Techacloy;

Powerful Data and analysis on nearly every digital topic el Durgon.
Tha warkd's tap campanias raly oo lrsise Intaligenes tar oda’s InchisTry nees Ant data Moble
valdslive 1o meke Lig piclane stategy decisives,
growth this year and beyond
e the Saesforce State o Marketing
Report to see why they're optimistic. Sponsored by Salesforce.
See the 5 trends § ETALAECONMENDE  PIARCIL S2ces WECRSIYING WD
by facing marketers # P
working from il ® Credit card debt shows limits of T
anywhere. ,.3‘\. al consumer resilience may 1s CTV advertising emerges as key
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ugh procuctty brters an redefne how your
stes. Join arkete's v Tech-Tak Welsnar,

“The eMarketer audience is exactly who we
need to engage senior level brand marketers.
The content quality as well as the leads

generated via eMarketer programs help us
stand out in a sea of industry noise.”

Contact: advertising@emarketer.com 5
eMarketer, Media Solutions & Strategy
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Newsletters

W) eMarketer Daily

Charts, News. Analysis

MAY 23, 2023 | By Sara Lecow, Anele Fey

Yesterday, verfed Twitter soaaurts— gy
Bloamberg—sh

Al-generatad images.
leading to @ Lrief siack market dip. The hol
shaws how dangeraus Al mages can be if
chackmark

HD U5 Make NS TewSIEHE Colter Take.

TOP STORY
3 tips for a successful marketing

S10p one: M3KS SUT You NEWS e rgNt di
chief cals scientis! & Trust insights. Aleo |
el to ensure a complete view of whict
naedi, Lastly, b6 carful who you partnar

full story.

Back-to-School Trends Brands |

15 yaur brand geting in the back-lo-schoal

need o sos 1he seeson,

Read the #Book now!

oflight sd loeds on sf
companies Fmnsition from a focus en it
MBRn Mare spats for advertisers, bt ey
attention 1o each indhidugl commercial.

HBO Max relaunches as Max

Our view: Max ams to s=t itself apart fron
consumars and advartisars, but s niing
TikTok sucs Montana ovar ban

Our view: The legal bettie surmounding M
contentious 3 ratioral ben wedd be, The |
Gengrass, but It could a%0 SIScourage e
murky logal weters.

Webinar: Retail Media Goes Bey

Jain L= a5 cur senice analyst Max Wilsns
hrot  latesst ralail madis ad spand i

channels like connecter TV ard cigital ay
nome. This Meat the Aalyst Wabinar is 1
poesible by Critso.

Register Now
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TECH-TALK WEBINAR

How to Remedy High Clicks
and Low Sales

)
LM sponsared contant by tinuith

JUNE 14, 2023 | By Arielle Feger, Sara Lebow, and Becky Schilling

Instant Brands, maker of Instant Pot, Corelle, and Pyrex, has filed for
bankruptcy. biaming tighter credit and higher interest rates. The Chapter 1
filing allows the company to stay in business as it gets ric of cebt and other
costs it can't afford. We don't know about you, but this gives us a whole new
appreciation for our electronic sous chef.

Wias this emall forwarded to you? Sign up here.

TOP STORY

3 ways retailers use private label to keep costs down, build
brand loyalty

Private label procucts give retailers more control over sourding, manufacturing,
and pricing, which they can use o offer items for lower costs, encouraging
consumers to try new products, leading to lifelong brand ambassadors who will
swear by your brand. Here's how Target, Walmart, and Costco are iabeling up

Book Your Ticket for Partnership Day London 2023 Today

Join 250 of the partnership industry’s latest and
greatest advertisers, agencies, and publishers for a
day of networking, strategy, and future planning
Enjoy inspiring panels, insightful keynotes, and
actionable takeaways to take back o your
business to help your team drive growth and
success.

Reserve your ticket

NEWS AND VIEWS

TikTok Shop tests visual search feature
Our view: The platform is doubling down on social commeroe features, but it
nas yet to pay off. TIkTok Shop is sl struggling 1o attract merchants ana
according to some, i performing “worse than other TikTok channels and
elsewhere."

Walmart uses loglstics network to compete with Amazon

Our view: The retailer is ransforming its stores into fulfilment centers to il
mor onfine orders mors quickly. By getting customers their orders faster (and
possibly cheaper), Walmart may galn an edge over Amazon's ecommerce
dominance.

TikTok, Instagram tio as most influential to Gen Z purchasing decisions
Our view: A successful social strategy includes both Instagram and TiKTok, with
creative tailored 1o each piatform.

—)

Contact: advertising@emarketer.com
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eMarketer Daily

125,000+ SUBSCRIBERS

Industry-leading daily newsletter on digital marketing,
advertising, and media trends across all major
channels. Data-driven and timely for decision-makers
who need to keep up with the latest news, trends, and
analysis.

eMarketer Retail Daily

55,000+ SUBSCRIBERS

Must read for decision-makers in the retail sector.
Daily dose of data, news, and insights on the rapid
transformation of retail and ecommerce. This
subscription newsletter provides quick and actionable
insights to our readers.

Banking & Payments

72,000+ SUBSCRIBERS

Weekly newsletter that leaders in the finance industry
rely on to stay ahead of digital transformation in
banking, fintech, payments, and more with leading
insights from our research team.

Retail Media Weekly Newsletter

200,000+ SUBSCRIBERS

Weekly newsletter that offers unique coverage of retail
media developments and trends, with industry-leading
data, charts and analyst perspective.

Special Edition Newsletters

Marketer
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Dedicated Emails: FYIs & Spotlights

"eMarketer Retail FYI" is part of your subscription to the Retail Daily
Trouble viewing? View in browser

Directly engage your desired
audience and convey your

message with precision

and impact. Optimize your lead

generation and secure
immediate responses
with our tailored email
marketing solutions.

eMarketer FYI

300,000+ WW SUBSCRIBERS
165,000+ NA SUBSCRIBERS

FYI Spotlight
Multi-sponsor promotion. 25% SOV.
310,000+ WW SUBSCRIBERS

Retail FYI

95,000+ WW SUBSCRIBERS
58,000+ NA SUBSCRIBERS

Retail FYI Spotlight

Multi-sponsor promotion. 25% SOV.
110,000+ WW SUBSCRIBERS

Financial Services FYI

110,000+ WW SUBSCRIBERS
36,000+ NA SUBSCRIBERS

Region, country, industry, or ABM targeting also available.

Contact: advertising@emarketer.com
eMarketer, Media Solutions & Strategy

How to improve
your eCommerce

site ahead of
peak season

Get my copy

Hi Hayat,

With the holiday season g
now for what may be recc

Sales season has already

so let's make this year stt
real world examples from

« Strategies on optim
and avoiding infort
« CX Tips on carouse
« Tried and tested e)
Target, Crate & Bart

How can DXA help exec

Contents

eMarketer FY| sponsored mailit

11 Times €

Unsubsct

Insights from

Nordstrom | e.lf.

Target | Madewell

“eMarkster FY1 Spotlight” s p
Troub

eMarketer. FYI SPOTLIGHT

DISQO

Celebrating Party
City’s innovation

Party City Validates New
Product with DISQO

Before investing in a n
City turned to DISQO
customerfeedback,
making and instilling ¢
decision.

Using the DISQO CX platform, the
retailer was able to:

* Gather customer feedback at every
step from concept testing to content
evaluation.

* Leverage the flexibility and speed of
the platform to gather

minutes.
+ Eliminate ass

time an
right ways.

]
@pisqo

(D Tech-Talk Webinar

Secure, Accurate, Fast—
The Future of Marketing
Measurement

Live: October 10 at 2pm ET

With rising data p
technological shift:
measurement metl
obsolete, the neces

for a better approach

has never been clearer

Join eMarketer’s Tech-Talk Webinar,
presented by InfoSum, to learn how data
clean rooms can provide more sustainable
solutions.

W INFOSUM

Pick Your Holidays, Get
Reminders, Stay On Track

Build out the list of holiday events
that matter most to your brand. Then
receive timely alerts (with data sourced

fi experts) on when to kickoff
mpaign milestones.

From Black Friday to Mother's Day, social
to CTV, these data-driven reminders will

p k as the weeks tick by.
when you realize

Sign Up Today

M mntn

ANALYST REPORT | 47 C it

3 i@
Position Your Ad Dollars to

Reach the 2024 Banking
Customer

Despite economic challenges, a rebound and
opportunities are ahead for digital
advertising in the banking industry.

Get a complimentary copy of our “US
Banking Digital Ad Spending 2023:
Banks Can Weather the Slowdown by
Maximizing Ad Dollars” analyst report,
presented by LiveRamp, to uncover our

nd opportunities in CTV,

targeting, and more.

Download Now

Presented by

/LiveRamp
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Native Placements

Native Article

Showcase your thought leadership: feature
a your content seamlessly in eMarketer’s editorial
o T " space with a sponsored byline. Elevate your
Reach your best customers in a privacy-first world brand by submitting a relevant white paper,
with private marketplaces | Sponsored Content case study, or article, and connect with your

This video was contributed by Arity.

audience.

Reach customers based on how, when, and

o 0 o
where they drive with driving data from Arity @ (©] Ciley

< I Democratizing creative services for retail media
s success | Sponsored Content

ProGANATC ADYERTSNG This article was contributed by Walmart Connect.

ance
Reach customers ; o
based on how, when, Sparking big ideas for brands Discover
and where they drive at Cannes and beyond.
with driving data
from Arity
e coteewitn ccess torich customer insights has been the name of the game for advertisers looking for
regulati i o e et sware
As privacy regulations ramp up, brands across verticals are increasing their focus on premium e L precise targeting i their digital ad campaigns. But those troves of intel have often been o000
enviranments that don't rely on cookies. In this video, Arity's Jennifer Gold, director of product arity I neglected in favor of optimizing another critical component of advertising effectiveness: creative, a topic
Tarketing, shares why privats marketplaces (PMPs) i the bill by offering access o high quallty that will be top of mind at the upcoming Cannes Lions International Festival of Creatiity. i
inventory, programmatic efficiency, brand safety, and transparency. i S
Arecent study by Magna Media Trials and Yahoo found that while media placement helps marketers find
Gold, wh -to-1 ivities for Arity lematics-t ffe 3 lair
Gold; who oversees gosto:martsit activilies for "‘ ysielemafics:based o 7”"95 eplas why data consumers where they are, creative quality is responsible for 56% of purchase intent. That kind of impact
ti bit: its of interest alt ity tr led route @mpl hel|
on commuting habits or points of interest along frequently fraveled routes, for example, can help can't be ignored. Insights-driven creative allows advertisers to optimize content for specific channels,
marketers reach their ideal customers. You'll also hear three use cases for retail and quick-service
[—big or small—could mean the difference
restaurants, automotive, and auto insurance providers to demonstrate how PMPs enable audience
d d i @) eMarketer Daily [ SRVNR . right past your ad, especially when
targeting and segmentation despite increasing privacy laws. i e
geting g pitel g prvacy. b2 research by Yahoo and OMD worldwide
SPECIAL EDITION 1.3 seconds.
[ 1 retail media
P
Advrtsonow
Reach your best customers based on how, when, and where ROAS a" day' eness, many self-serve advertisers, particularly Cannes isn’t
they drive with the Arity Private Marketplace pabilties for retail media campaigns. the only place
Discoverthe Arit Private Marketplace, an exclusive mobile network of ad inventory with nearly 30 s ot o Dy ittt a1 55 digital advertising, but it remains nascent to get your
million connections. Reach audiences based on driving behaviors including commuting habits, pede ” s into retail media n ks, and the growing b d eet
predictions on future drives, points of inerest along frequently raveled routes, distracted driving, annual holday [ cretive senviceshas becomeincreasingly rand noticed.
miles driven, and more. This Cannes Lions special edition is made possible by Walmart Connect
e L Le:
Learn more about the Arity Private Marketplace today ol
Expct 0 300 buzz around Al and ChaiGPT, g showing fom Azpe, and Jols to create, optimize creative, and drive
surprsaceleory perfomances. We'l b keepingan oye on o ad news ¢
from e fetval,but you can get your start nocay’s newsiter er a powerful way for advertisers of all sizes to
Was this email forwarded to you? Sign up here. ces helps to level the playing field with bigger
To sToRY

4 ey themes to watch for at Cannes Lions 2023

»andemic, customers are discovering and

o . creativay, and how to use predictive analytcs o drve performance. The hannels. How your brand shows up online
d mized creative is integral for impact—Creative Wiy in-store sales data s ripefor CPG.

ecuit, nd Incusion beng top o mind etallmedia networks
% recall for ads with poor creative quality, the

. . | [ o rrors ; T ——
Enhance your thought leadership with a - I

sponsored video interview, integrated into TSR NDUSTRYVIEWS

create seamiess omnichanmel exparisnces with

eMarketer’s editorial landscape. Provide 4-5 Democratizing creative

Meet with us at Canne services for retail media

questions, and our content studio team will — e P
collaborate with you to create a compelling EELIIE WL ooty o produes naghedren
Should marketers care about FAST? creative that's optimized across

expert or executive interview that resonates EESpe] e e

TV, CTV complement each other for maximum reach

Our view: article, i d by

with our audience. e Lty Waimart Canmect

benaviorsofviewers on both plaiorms.

B w

Democratizing creative
services for retail media
success

At tme when creatve qualty dives
nearly 60% of purchasing Inte, the
abify to produce nsighs-drven
creatve thats optimized across
channals, audences, and goa s
more Imgortant than ever. Read tis
Sponsored article, contbuted by

Walmart Gonnect.

Contact: advertising@emarketer.com 8
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Podcasts

Behind the Numbers

57,000+ MONTHLY LISTENS

This daily podcast helps listeners make sense of
the ever-changing worlds of digital media,
commerce, advertising, and technology with
thought-provoking analysis...and a little fun along
the way.

Marcus Johnson
Producer and Host

Reimagining Retail
10,000+ MONTHLY LISTENS

A weekly podcast that delves into retail’s Sara Lebow

convergence with every part of our lives and every Moderator

part of the digital media ecosystem—from retail

media and social commerce to the relationship

between digital and physical commerce.

Banking & Payments

1,400+ MONTHLY LISTENS Rob Rubin
Host, GM of

A new twice-monthly podcast covering the
landscape of digital banking, cryptocurrency,
fintech, payments, insurance, and more.

Financial Services

“I like the way the content is segmented
into digestible, informative bits, with

sprinkles of random data points/facts.
The hosts are great.”

Contact: advertising@emarketer.com 9
eMarketer, Media Solutions & Strategy
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Lead Guarantee Programs

Content Syndication

Amplify your reach and bring prospective
customers into your sales and marketing
funnel. Promote an exclusive,
downloadable asset and generate
guaranteed leads through our content
syndication services.

) 3 SunL4dPM B Q iE

Redefining Identity: Turning

a Consumer Data Strategy Downloadthe shook
Into an Engine for Growth s

Compliments of

Constant

“LastName:

behavior,

challenge

challenging environment, brands need robust, up-to-dtate, and relevant customer *Job Title:
data across all channels.

Download the “Redefining Identity: Turning a Consumer Data Strategy Into an
Engine for Growth” ebook, compliments of TransUnion, to find out how to deliver
rich, relevant, consistent, and streamiined personal experiences.

You'll learn:

© How

the best of times. intoday’s more.

— Select Country —

Number of employees 2t company?

marketing ROl and revenue contribution
© How to make identity work in a privacy-compliant world

© What marketers are using identity for

better analyze

What is your work Industry?

Redefining
Identity

INSIDER

INTELLIGENCE

Marketer

@ quiz.emarketer.com

71 terminus

For companies with
mature ABM programs,
"lead generation" is:*

O #1 mostimportant priority
O #2 most important priority
O #3mostimportant priority

O Nota top priority

INSIDER | oparketer

INTELLIGENCE

Interactive Quizzes

eMarketer quizzes are designed to optimize
engagement, encourage social sharing for
maximum visibility, and deliver insightful

N v ’ | shippets of market knowledge.

Contact: advertising@emarketer.com
eMarketer, Media Solutions & Strategy

“What | love about working with eMarketer...
You know what you are investing in and the
return reflects the premium value they drive.”

— Lana McGilvray
Co-founder and CEO, Purpose Worldwide

10
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Content Sponsorships

programmatic ads on CTV

Align with best-in-class eMarketer DN v
| $21Billion |

/Ad Spending Boom?

editorial via eMarketer’s content
sponsorships, covering critical fﬁ?fe”a‘r"?v""‘ii‘is'i?f"ff"umi ] [ IRl o icrs spent 521 bilion
topics of interest, with 100% SOV. Eiiii“ T e

offers hghiy targetable, fully measurable CTV advertising that's

iy oprimized to drive the metrics that matter most—nciuding
e visits, and more.

Analyst Reports see example

Generate demand from eMarketer’s influential
audience while associating your brand with
the most trusted source of digital marketing
information and research

ROUNDUP

INFLUENCER MARKETING

Snapshots see example IN 2023

A custom, curated collection of eMarketer
infographics of industry leading data and research.

ROU“dUpS see example

Custom collection of eMarketer articles, charts,
and interviews built around a specific topic

Y Creator Guided
NEIRSE, | e - BILTK | S

Lookbooks see example US Ad

. . . . - ing 202
Align with visually driven content that revisits Sp endm903

annual predictions and analyzes how the year
is shaping up.

—

Custom Content
Immersive Storytelling

Contact: advertising@emarketer.com 11
eMarketer, Media Solutions & Strategy
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Live Video Webinars

Meet the AﬂﬂlYSt Webinar INSIDER. | cttaretr

see example ] How to Engage Gen Z With
Content created and presented live by Owned Digital Channels

an eMarketer analyst and featuring an

Watch Now

Sponsored content by: Y Adobe

. . —
executive representative of your brand.
The webinar covers industry-leading research ke e dspr o et G2 Unestandng e e
values, and habits of make your any —
. . . . vertical—grab their attention. -
and insights on a subject area of interest to
For instance, nearly 80% of Gen Zers interact with sports content daily or —
. . multiple times a day on social media, while engagement with email (43.5%) and
the s ponsor an d their ta rget au dience. 9] s T £ ot e A S Kt
uncovered about the ight in their latest h.
Watch this Tech-Talk Webinar, presented by Adobe. Our guests shared why apps, =Slect Cauntry = R
social media, and other owned digital channels are essential for retention and
i lr‘s fLI IBEE N'E & ‘ eMarketer transitioning Gen Zers from casual to avid lifetime fans. —— v
You'll walk away with key findings from the study, including:
@ Effective channels and cadences for different types of fan news and -~ Functional area/department -- v

content sharing

Retail Media: Essentials fi DU =~ 7
Making the Most of This :

Watch Now moments right

* First Name: © Winning strategies to keep Gen Z opted in and engaged with your content -~ Employee range - ki

Boomln Chal‘lnel gnciagecil ofers Signme up forthe sMarkstar Dally newsistter,a daily
Sroting on it markeing and mod rends. Ao
Incluces ehiackator i

Made possible by Attain Presenters
By suppyng my contact nformatn, | authrz the Adobe
Jen Zick famil of companies to contact me via personalzed
+ Compeny: g communcaons sbout Adoe' produs and services.
Entertainment, and Communications, Adobe

- Email: “

Aneesh Dhawan

We're all witnessing the unprecedented growth of retail media advertising. This
high-impact ad format has skyrocketed from $1 billion in 2016 to a staggering

- Job Titie:
45 billion this year. Its time to take a serious look at retail media and consider e 3 Sun Liss
how it can deliver more sales for your brand, whether youre just getting started PEC——
or need a reset to your strategy.
In this Meet the Analyst Webinar, our principal analyst Paul Verna covered the ins ~ Select Country - v
and outs of the fast-rising retail media ad landscape, so you can have the
confidence to harness this opportunity and boost your bottom line.
Number of employees at company? v
You'll get answers to these questions and more:
© What's behind retail media's growth? Do you use commerce data for marketing? v
@ How does retail media ad spending break down by format? e T il Lts A rante, ot
forecastsinretai and scommerce, Ao ncudss

@ What part of the purchase funnel does retail media reach?
By clcking "Submit.” you agree o receive marketing emais rom
eMarketer and Attan; and you consent o eMarketer shar
registraon information with Attan. You also accept e
and Prvacy Polcy. Leam about Atii's privacy pracices

© Who are the key players in retail media?

© 3 SunLadpM =

TECH-TALK
How to Engage Gen Z With Owned Digital Channels EZ:{':;’Z? "‘ Ad

Tech-Talk Webinar sce example

ET THE ANALYST

tail Media: Essentials for Making the Most of This Booming Channel Moderated by eMarketer’ the Weblnar features
content created and presented by sponsor.

Contact: advertising@emarketer.com 12
eMarketer, Media Solutions & Strategy
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Events

In-Person Events

Hosted at eMarketer's office or an

agreed upon location of your choice. A
Events feature analysts and industry !
experts, either as presenters or
panelists.

Y

727 /f

— Virtual Summits

wwwww Products « Insights  Even

Attention!, an eMarketer Summit
ATTENTION led by eMarketer’s trusted
analysts and key experts from the
Trends and marketing community.
Predictions for 2024

Learn the marketing, media, and customer
strategies that will serve up big wins in the new year.

Upcoming Summits:
—— e November 3, 2023
e May 3,2024

e November 1,2024

eMarketer’s Virtual Summit

Explore the agenda, session descriptions, and our exciting speaker lineup.

y Kee Up With Change Is Harder Than Ever
rs now happen

........... To view a recent summit, see
content from our March 2023
summit here.

—)

Bring an Expert to your Event

eMarketer analysts are available to present at
both your in-person or virtual industry events.
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Your Dedicated Team

Results-driven team of seasoned digital
media experts committed to designing
and delivering successful solutions
using eMarketer’s powerful multimedia
channels.

FOR MORE INFO,
CONTACT:
advertising@emarketer.com

=) CUSTOM PROJECTS
Just ask!

. Aaron Kern We thrive on service and creativity
u) SVP, Global Media Sales
Media Solutions & Strategy

Ina Gottinger
Vice President,
Media Solutions & Strategy

“We can't live without eMarketer.

Adrienne Skinner
As a company, we constantly rely

| Senior Director,

Media Solutions & Strategy on eMarketer research for our
internal training and external
Kristen Riebesell presentations. And as a marketing

Senior Director,

Media Solutions & Strategy team, eMarketer has been one of

our best and most reliable partners
Elizabeth O’Connor in he!plng us reach a large,
Senior Director. well-informed, and engaged
Media Solutions & Strategy community of marketers.”

Jacqueline Grace

Associate, Ali Haeri |

Media Solutions & Strategy SVP of Marketing
MNTN

Hayat Adem

Customer Success,

Media Solutions & Strategy
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